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INTRODUCTION: 
 
 Look around the college campuses of today, what do you see? What do you smell? 
Cigarette smoke? Probably not, but what if these “old friends” of the youth of the 60s and 70s 
had a new addition to their family on college campuses today? Vaping has become a new trend 
among teens and young adults over recent years. The word “epidemic” has even been thrown 
around by the Food and Drug Administration (FDA), and along with this habit comes both 
positive and negative connotations alike. Before you can call something an epidemic, however, it 
is important to fully understand the degree of harm that this trend is having on the health of those 
engaging in it. And with most situations involving the words “health” and “epidemic”, the public 
wants to place the blame all in one place. With that being said, this project will address the areas 
of vaping consequences and the overall perception of vaping as a whole from the public in an 
attempt to answer one primary question: Have vaping companies really done anything 
“unethical” in terms of marketing and selling their products, or are they just the easiest entity to 
blame?  
  
Through addressing the areas of concern above, three primary areas will be taken into 
consideration. The first is the current status of vaping. This topic will evaluate current trends in 
the marketplace, including the usage rate of certain products as well as statistics regarding 
nicotine addictions within past years. It will also look at generational data, ultimately identifying 
who the primary customer of vapes is. The next area will be that of business data and financials. 
This topic will dive into how much profit vape companies are making, how much they are 
spending on advertisements, as well as a brief evaluation of the major players in this industry. 
The final area will be a look at the ethics behind the sale and use of e-cigarettes. This topic will 
look at who the target audience for vapes is, how big companies market their products to 
consumers, and how vapes are getting to underage consumers. It will also evaluate if vape 
companies and retailers are taking steps to prevent the sale and use of vapes by minors, or if they 
are fighting the FDA’s involvement and prioritizing profit over the safety of the consumer. 
 
After diving into those three themes through a literature review, an analysis of my 
research methodology will be given in an attempt to answer and better understand the original 
research question asked. The research methodology I have chosen is a survey. This survey will 
be distributed to people of various ages, and it will attempt to illustrate vaping trends based on 
age vaping habits, This survey will also show how consumers are getting access to these devices 
(if they are underage), and how they were originally exposed to vaping. Throughout this project 
the words “vape” and “e-cigarette (electronic cigarette)” will be used, therefore it is important to 
note that these two words are synonymous. 
CURRENT STATUS OF VAPING: 
  
 In today’s market, there are various kinds of e-cigarettes that are available to consumers 
but regardless of the style they all have the same purpose: to deliver a desired chemical to the 
user (Figure 1). These devices are primarily used to deliver nicotine to the user, but THC is also 
utilized through these devices. According to the Oxford English Dictionary, the word “vape” 
means “to inhale and exhale the vapor produced by an electronic cigarette or similar device.” 
They have also been described as “devices that operate by heating a liquid solution to a high 
enough temperature so that it produces an aerosol that is inhaled.” (Truth Initiative, 2019). In 
2007, e-cigarettes first hit the market, and the mentality behind them was “you either vape to quit 
cigarettes, or ‘treat vaping like a video game, performing stunts and trying to blow the biggest 
and coolest vapor clouds’” (Oyler, 2016). However now, you may hear the words “epidemic” 
and “crisis” associated with this once seemingly harmless hobby. The reason for that could be 
explained by fear and the realization that this quitting aide has become a beast in itself. 
 Early on, it could be verified that “the vast majority of people start[ed] vaping to stop 
smoking cigarettes,” but as we get deeper and deeper into this epidemic it seems as if this is no 
longer the case (Oyler, 2016). There is an “estimated 3 million people in the UK who have 
embraced what began as a utilitarian quitting aid.” The key word there is “what began as” 
because vaping has slowly attracted its own group users that are separate from the former 
cigarette smoking crowd. One vape store employee from Manchester perfectly exemplified this 
when he stated, “I never even smoked… But then I saw vaping and thought: ‘Yeah, I can get on 
board with that.’” Originally, vaping was primarily seen has harmless by the public, and even 
kind of funny in a way. “Public Health England said in its latest review that vaping poses ‘only a 
small fraction’ of the risk of smoking and switching completely offers big health benefits’” and 
people in the UK pretty much took that and ran with it (Usborne, 2018). More specifically, 
Public Health England said e-cigarettes are 95% safer than traditional cigarettes, but it is 
important to keep in mind that this was done in 2015 before more recent research and the 
evidence for such a statistic still remains unclear and not fully comprehensive (Truth Initiative, 
2019). But nevertheless, some people literally believe that vaping is saving lives. 
 Now, the previous statement will be addressed a little bit later, but for now let’s focus on 
what’s going on in terms of usage rates and regulations. It’s no secret that vaping started to pick 
up steam more recently and in both its global reach, and usage among various generations. In the 
United States, the FDA took note of this back in 2014 and imposed some regulations. 
Regulations were put in place regarding the age of consumers, the availability of free samples, 
and the labels on bottles of vape juice due to the “dramatic increase in the number of high 
schoolers using electronic cigarettes” (Carpenter). Those were just some basic regulations that 
can be found on just about every adult consumable, so no big deal, right? However, after seeing 
just how many minors are involved with this “quitting aid,” the most recent regulations make a 
lot of sense. To provide some context, let’s first take a look at a global figure. The number of 
people around the world who are using vapes is increasing rapidly “from about seven million in 
2011 to 41 million in 2018,” and this can be seen in Figure 2. According to market research 
group Euromonitor, this number is expected to increase to almost 55 million by 2021 (Jones, 
2019). Now let’s take a look at the United States. Two surveys were conducted by the Statista 
Research Department in 2018, the first one was a generational study. It found that “80% of U.S. 
Millennials between the ages of 22 and 37 years have vaped or used an e-cigarette, compared to 
55% of Generation X consumers, and 38% of Baby Boomers.” In the second survey conducted, 
it separated age groups a little bit differently. This survey asked virtually the same question, 
“Have you ever tried vaping, or using electronic cigarettes?” For ages 18-29 years, 85% said yes; 
69% for 30-44, 49% for 45-54, 43% for 55-64, and 22% for 65 years and older (Figure 3). So, 
these two surveys are obviously pointing to millennials as being the primary consumer of vapes, 
however that is not the most concerning data that has been collected. 
 More and more minors have been getting access to vapes since 2007. A glimpse of this 
can be seen at Jonathan Law High School in Milford, Connecticut. Principle Francis Thomas 
noticed that there had been a steady increase in the number of students going to the bathroom 
and the amount of time spent in the bathroom. After sending numerous teachers to see what was 
going on, the “common denominator [was] vaping.” This situation was described as being 
“rampant among our high school and middle-school-age population.” Dr. Kristen Hawkins, a 
pediatrician at Georgetown University Medical Center, has seen this with many of her patients 
“already addicted to nicotine” (Fox, 2018).  In September of 2018, the Food and Drug 
Administration commissioner Dr. Scott Gottlieb declared e-cigarette use to be an epidemic 
among teens. According to a 2019 National youth Tobacco Survey, the current e-cigarette use 
among high school students in the United States has increased from 1.5% in 2011 to 27.5% in 
2019, and it has also increased from .6% of middle school students in the United States in 2011 
to 10.5% in 2019 (Figure 4). This survey data also showed that “34.2% of current high school e-
cigarette users and 18.0% of current middle school e-cigarette users use e-cigarettes on 20 days 
or more per month.” Another survey conducted by Monitoring the Future in 2019 “found that 
11.7% of high school seniors vape every day.”  
Now, why is this so concerning? Well, data in previous years has shown that “U.S. 
youths are 4 ties more likely to try cigarettes and 3 times more likely to currently use cigarettes if 
they previously used e-cigarettes.” (Truth Initiative, 2019). It is also concerning because from the 
2015 National Health Interview Survey, 40% of young adult e-cigarette users had never been 
cigarette smokers (Campaign for Tobacco-Free Kids, An Overview of Key Issues). It is 
important to note that this was 4 years prior to the spike in underage vaping, so that percentage 
could potentially have increased by up to 10% now. The flavoring of these products would be a 
logical explanation as to why minors would be flocking to these devices instead of cigarettes, 
and there is data to support this. As you can see in Figure 5, vaping just flavoring, with no 
nicotine or marijuana in the cartridge, was more common for 12th, 10th, and 8th graders than 
college students. It is also important to note that the percentage of 10th and 12th graders that had 
vaped nicotine within a given month in 2018 was the same, if not higher, than the percentage of 
college students. One final piece of data to consider in gauging the extent of this “epidemic” 
comes from the University of Michigan’s Monitoring the Future survey. Vaping, both nicotine 
and marijuana, has increased among all college students from 2017 to 2018. In fact, they were 
“among the greatest one-year increases for any substance asked about since the survey was first 
administered in 1975.” (Schaeffer, 2019). The fact that vaping is the most significant substance 
in over 40 years according to that survey is absurd. 
 Now that you’ve seen just how much of a grip vaping has on the younger generations of 
the United States, what are the major issues and concerns with vaping? As of November 5, 2019, 
there have been 2,051 reported cases of lung illnesses and 39 deaths. Eighty percent of these 
were from the use of THC vaporizer products, and the Centers for Disease Control and 
Prevention (CDC) identified “vitamin acetate as a significant concern in the outbreak finding the 
chemical in all 29 samples it had analyzed from victims.” However, the CDC stated, “it is 
possible that more than one compound or ingredient could be a cause of lung injury, and 
evidence is not yet sufficient to rule out contribution of other toxicants.” See, one of the 
problems in terms of regulation and public safety here is that “many of the flavorings and 
humectants used in e-liquids have been approved by the FDA for oral consumption, but not 
inhalation. Therefore, their health consequences are virtually unknown.”  
However, some research has been conducted recently that have made some progressive 
findings. The use of vaping products has been associated with increased odds of chronic cough, 
phlegm, bronchitis, and also asthma diagnoses. E-cigarettes may be causing quantifiable injury 
to the small airways of the lungs and could potentially be associated with inflammatory diseases 
of the respiratory system. Human cells exposed to vaped e-liquid have been found to have 
decreased viability and impaired immune cell function in the lungs. In October of 2019, a big 
step was made when the first study to link e-cigarette use to cancer was released. In the study, 
mice were exposed to e-cigarette aerosol for 54 weeks, and the mice “developed carcinomas of 
the lungs and abnormal bladder cell growth.” Within these e-liquids, at least 60 chemical 
compounds have been found. Another interesting aspect of this research involves seizures. As of 
August 2019, the FDA “has received 127 reports of seizure or other neurological symptoms that 
occurred between 2010 and 2019.” Now, that only averages out to about 12 reports a year, which 
is not that much on a national scale, but it is still worthy to mention. With all of that being said, it 
is very fair to say that “recent research could not conclusively determine that [e-cigarettes] posed 
fewer health risks than combustible cigarettes.” But I think the public may be wrong to strictly 
judge vapes based on how they compare with cigarettes. The Truth Initiative makes a very good 
point in saying “e-cigarettes may pose their own unique health harms and that comparison to 
cigarettes may not be the only relevant question for determining their impact on individual 
health.” (Truth Initiative, 2019). With all of that being said, the World Health Organization has 
cited the following major health concerns in regards to vaping: “the long-term effects are 
unknown, nicotine in the liquid that is vaporized is still addictive, spilling nicotine juice proacts 
on the skin could possibly lead to nicotine poisoning, and some sweeter flavors of e-cigarettes 
are irritants, potentially causing inflammation of the airways.” (Jones, 2019). 
 So, what exactly is being done by the public and regulatory agencies in order to slow 
down and even prevent this situation from getting worse? After the initial reports of deaths and 
lung illnesses, Michigan became “the first state to ban flavored e-cigarettes… Those affected had 
an average age of 19.” (Jones 2019). Right off the bat, without any prior knowledge or research, 
that seems a bit extreme. Anyone who has engaged in research before knows that correlation is 
not causation. However, after reading the information that I have cited thus far, whether 
Michigan did the right thing or not is subjective in nature. In May of 2016, the FDA “finalized its 
‘deeming’ regulation, asserting the agency’s authority to regulate e-cigarettes and any product 
meeting the definition of ‘tobacco product’ under the Tobacco Control Act.” One regulation that 
is addressed involves the FDA reviewing every e-cigarette introduced to the market and 
determining if it benefits public health. However, there have been some hiccups. Technically, 
every e-cigarette on the market right now is “illegal because it has not gone through an FDA 
review, and is only allowed to be sold because the FDA gave them a temporary pass.” This act 
specifically indicated that no products could come on the market after August 2016 without pre-
market review and authorization by the FDA, but one vape company, Eonsmoke, still released 
nearly 100 flavored products after August 2016 without premarket review and authorization. The 
only retaliation companies like Eonsmoke have faced thus far were warning letters from the 
FDA. In 2017, the FDA pushed back the compliance date for companies to submit pre-market 
applications to August 2022. Since it seemed as though the FDA was delaying the application of 
this rule intentionally, some public health organizations, including the Truth Initiative, sued the 
FDA for “unlawfully delaying the implementation of the deeming rule.” As a result of this 
lawsuit, a federal judge in May of 2019 ruled in favor of the public health organizations and 
ordered the FDA to “commence statutorily required review by May 2020.”  
The percentage of nicotine within pods for closed systems has been a more recent 
concern. In the United States, 5% nicotine salt pods are common for e-cigarettes such as Juul. 
However, in what has been referred to as a “nicotine arms race,” competitors have begun 
offering nicotine salt concentrations as high as 7%. There are currently no nicotine concentration 
restrictions in the United States. One can compare that to Europe, where e-cigarette nicotine 
concentrations cannot exceed 2% (Truth Initiative, 2019). However, more steps have been taken 
even more recently. In a video posted by Fox News titled “New e-cig policy a ‘first step’: HHS 
Assistant Secretary” it was made very clear that the FDA had just recently banned all flavored 
pods besides menthol and tobacco flavors. They focused on closed systems because open tank 
systems are not common among youth. This is seen as a step in the right direction because youth-
friendly flavors are believed to be a main reason as to why underage people are using vapes. 
Although many negative statistics of vaping have been released thus far, it is important to 
realize that these regulations have frustrated those who have used vapes for their “original” 
purpose, to help themselves get off of cigarettes and kick nicotine altogether. These people “feel 
as though a healthy option is being taken away from them.” Some people within this community 
even disperse petitions for the FDA in an attempt to “show people that the FDA is on the side of 
big tobacco and do not want the electronic cigarette market to take over tobacco.” (Carpenter). 
Nevertheless, I guess what it really comes down to is one simple question: Is vaping really that 
healthy? 
  
BUSINESS DATA AND FINANCIAL INFORMATION: 
 
 It is apparent how much popularity e-cigarettes have gained since their introduction to the 
market in 2007, but exactly how much money are these companies making and what are they 
spending it on? To begin, it is always nice to put a name behind a face, so let’s start with the top 
e-cigarette brands of 2019 in the world. The top five brands, respectively, are as follows: Altria 
group, which boasts annual revenue estimates of $25 billion annually. British American Tobacco 
is next, with revenue from 2017 worth around $28 billion, this leading e-cigarette manufacturer 
has “a presence in more than 180 countries across the globe.” The third brand is Imperial Brands, 
with estimated annual revenue of about $32 billion. Next is Japan Tobacco, which interestingly 
enough is 50% owned by Japan’s government. Its annual revenue is estimated to be around $20 
billion. Finally, NJoy comes in at number five. It is considered to be the first e-cigarette brand to 
start selling e-cigarettes as a substitute for cigarettes, and its annual revenue is estimated to be 
around $15 million (Technavio Blog, 2018). That list is compiled of the biggest e-cigarette 
companies in the world, not just the United States. Now, one thing here that is very important to 
note is that NJoy is the only company on that list that has maintained its independence from Big 
Tobacco. Three of the largest U.S. Tobacco companies, Altria, RJ Reynolds American/Lorillard 
and ITG Brands [Parent Company is Imperial Brands], “have all invested in the e-cigarette 
market with their own brands.” (Campaign for Tobacco-Free Kids, An Overview of Key Issues). 
In 2013, Altria Group launched the MarkTen, and they would later purchase a 35% share in Juul 
Labs for $12.8 billion in 2018. In September of 2019, an Altria executive replaced the former 
head of Juul as CEO. Vuse was launched by RJ Reynolds Vapor company in 2013, and in 2015 
Blu was divested to Imperial Brands, formally known as Imperial Tobacco Group (Haardorfer, 
2017; Truth Initiative, 2019). 
 Where are all of these e-cigarettes coming from exactly? According to E-Cigarette Use 
Among Youth and Young Adults: A Report of the Surgeon General, “Some U.S. companies have 
their own manufacturing facilities in the United States, but most import parts or even complete 
parts from abroad, almost exclusively China.” In fact, it is estimated that worldwide “more than 
95% of e-cigarettes sold are thought to have been manufactured in China” (Surgeon General, 
2016).  
 Before sales figures are discussed, it is important to understand the relationship between 
the price of e-cigarettes and their sales volume. Between 2010 and 2014, there was an 
association found between real price and the sale volume of disposable e-cigarettes, which are 
vapes that cannot be refilled or recharged after use. As you can see in Figure 6, as sales prices 
decrease, the sales volume of these products increase. It is generally thought that the initial price 
decline occurred “because of improvements in technology and industry promotion,” which is 
common in many other industries. There is a decrease in sales volume in 2014 which may be due 
to “consumers shifting away from cigalikes to tanks, mods, and other more powerful devices.” 
What makes this study so interesting is that a similar trend can be seen with rechargeable e-
cigarettes in Figure 7. Notice how the spike in sales volume occurs virtually simultaneously with 
the sales volume decrease of disposable e-cigarettes in Figure 6 (Surgeon General, 2016). A 
separate study conducted between 2009 and 2012 was concerned with price and elasticity of 
demand. This study found that a 10% increase in price of disposable e-cigarettes would decrease 
their sales by 12%. It also found that a 10% increase in price of rechargeable e-cigarettes would 
decrease their sales by 19%. So why is that relevant? The study concluded that “policies 
increasing the retail prices of e-cigarettes – such as imposing taxes or limiting rebates, coupons, 
and discounts – could potentially lead to significant reductions in e-cigarette sales.” (Surgeon 
General, 2016). 
 Sales for e-cigarettes have been on the rise ever since their introduction to the market in 
2017, “by 2013 sales reached $1 billion in the United States.” (Carpenter). In 2016, vapes 
generated “about $2.35 billion sales in the United States in 2016,” and the “global market is now 
estimated to be worth $19.3 billion” (Statista Research Department, 2019; Jones, 2019). Those 
are some insane figures, with extreme growth in such a short time span. The flavor offered by 
devices seems to be a driving factor of sales. Take the menthol-flavored e-cigarettes for example, 
“sales… in traditional U.S. retail channels more than doubled between 2012 and 2013, increasing 
from $96.4 million in 2012 to $2156.7 million in 2013.” That is just menthol alone, “fruit-
flavored e-cigarette [sales] more than tripled during the same period, from $4.9 million to $16.7 
million.” (Surgeon General, 2016). The following graph better illustrates these numbers. Figure 
8 shows the quarterly sales of e-cigarettes by brand from Q1 of 2011 to Q4 of 2017. Right off the 
bat, there is an extreme difference in sales dollars between first quarter and very last quarter. The 
quarterly e-cigarette retail sales increased from $19 million in Q1 of 2011 to $409 million by the 
end of 2017. In just 6 years, that is a sales increase of $390 million. Another important 
observation to note are the four periods of growth displayed on the graph. The first can be seen 
in Q1 of 2012, and this was driven by a new variety of different e-cigarette brands being offered 
to the consumer. The second can be seen in Q1 of 2013, and it was driven by growth within the 
Blu and NJoy brands. The third key growth period is in Q3 of 2014. Now it is very difficult to 
see, but if you look closely you can see the emergence and growth of the Vuse brand. Finally, the 
last key growth period can be seen in Q2 of 2017, and it was obviously driven by the growth in 
sales of Juul (Huang, 2019). 
 Obviously, a surge can be seen in e-cigarette sales in recent years. One explanation of 
this is that “Higher nicotine e-cigarettes… containing 4% nicotine compris[ed] nearly three-
quarters of the e-cigarette market in 2018.” (Truth Initiative, 2019). One product that consistently 
offers nicotine cartridges of 5% is Juul. Juul is the largest retail e-cigarette brand in the USA. It 
is described as “a flat, rectangular portable e-cigarette device fashioned to look like a computer 
flash drive and rechargeable at a USB port.” It has two main components, “the device itself, 
which includes a batter and temperature regulation system, and the prefilled e-liquid cartridge, 
called a ‘Juulpod’ which also serves as the mouthpiece,” and is considered a closed system. This 
little USB-like device sounds innocent and harmless, right? Not so much. Juul is the largest retail 
e-cigarette brand in the USA, and in 2017 was the most popular brand of e-cigarettes sold at U.S. 
convenience stores (Huang, 2019; Statista Research Department, 2019). Juul’s annual retail sales 
exceed $650 million. That is on a regular basis. It comprised “nearly three-quarters (73.4%) of 
the e-cigarette marketplace by July 2019.” In research conducted by Nielsen, Juul held 64.4% of 
the e-cigarette market share by October of 2019 (Huang, 2019; Truth Initiative, 2019). 
Obviously, Juul is a major player when it comes to the overall sales data of e-cigarettes. It is 
important to note how enormous the impact Juul has made on the market in such a short amount 
of time. 
 Almost anyone in business will tell you that products don’t sell themselves, and I can 
promise you this rule applies to e-cigarettes as well. E-cigarette companies have consistently 
spent millions of dollars on advertisements and various marketing campaigns over the past 
decade. However, it is important to note that e-cigarette companies are not required by law to 
report their marketing and promotional expenses to the FTC, or any regulatory agency for that 
matter. Just like the rapid increase in sales of e-cigarettes, their marketing expenditures seem to 
follow this trend. Marketing expenses are estimated to have increased from $12 million in 2011 
to $125 million in 2014 as a whole. This can be seen in Figure 9, with “minimal spending 
through 2010, followed by an acceleration in spending from $12 million in 2011 to $125 million 
in 2014.” Not included in this graph are expenses for retail marketing, social media, and 
sponsored events. Now, $125 million is a very substantial amount of money, but it pales in 
comparison to the whopping $9.2 billion in marketing expenditures spent on conventional 
cigarettes in 2012 (Campaign for Tobacco-Free Kids, An Overview of Key Issues; Surgeon 
General 2016). When looking at Juul alone, it spent $2.1 million on marketing between 2015 and 
2017. Although this is not that significant compared to other brands. Vuse spent over $16 million 
on television marketing alone in 2015 and 2016, which is essentially its medium of choice. 
Whereas Juul spent over “$1 million to market its products on the internet and has paid for 
campaigns on Twitter, Instagram and YouTube,” along with “hir[ing] social media influencers 
for product promotion.” Juul’s advertising expenditures from Q3 of 2015 to Q4 of 2017 can be 
seen in Table 1 (Truth Initiative, 2019; Huang, 2019).  
 Are these ridiculously expensive ad campaigns actually working? I will let the sales 
dollars speak for themselves on that one. In fact, usually the higher the amount of money spent 
on advertising, the higher the market share that specific brand experiences. This was the case for 
Blu and Vuse in 2015, as I mentioned earlier, where a significant proportion of money was 
allocated to Television advertising (Haardorfer, 2017). With the sales and marketing data 
showing so much success in the e-cigarette market, there is essentially only one question left to 
ask: Is all of this ethically and morally right? 
  
ETHICS BEHIND THE SALE AND USE OF VAPES: 
  
 At this point, it is clear that e-cigarettes have gotten into the hands of underage 
Americans and are not going to leave without a fight. I believe that there are three major 
components that are playing a part here: Nicotine addiction, access to e-cigarettes, and 
advertising. Five percent Juul pods, the prefilled e-liquid cartridges that are smoked in Juuls, are 
playing a substantial role with “youth [potentially meeting] the threshold for nicotine addiction 
by consuming just one quarter of a Juul pod per day.” Not only does nicotine affect the 
cardiovascular system, but it can also have lasting damaging effects on adolescent brain 
development (Bach, 2019). This is important to understand because when it comes to underage 
vaping, or smoking, “most people who don’t start smoking by the end of adolescence never 
will.” (Interlandi, 2019). Now, when first purchasing e-cigarettes, where are health questions and 
concerns brought to? Well, according to a 2015 study, “customers view the owners [of vape 
shops] as important sources of health information… owners reported obtaining their information 
from YouTube or industry sources but finding the research hard to understand and looking for 
government sources but not finding them.” (Surgeon General, 2016). Based on that study, 
consumers of these products are getting their questions regarding health effects of these products 
from shop owners who are merely using the internet. That is scary to think about. 
 “Health” is one word that you will hear throughout this topic. Remember that e-cigarettes 
were originally brought forth to help adult smokers switch to a “healthier” alternative and 
ultimately kick their habit, however the “cost of this new cure may be another generation 
exposed to the same addiction [adult smokers today] are still fighting.” (Interlandi, 2019). With 
that being said, it is important to see both sides of this ethical dilemma in the realm of nicotine 
addiction. One side is focused on the adult smokers, viewing Juul’s and e-cigarettes as a way out 
of smoking conventional cigarettes. The people on this side will tell you “it is unlikely that the 
population-level harms resulting from e-cigarette uptake among non-smokers would overshadow 
the public health gains obtained from tobacco harm reduction among current smokers.” (Franck, 
2016). Even former FDA Commissioner Scott Gottlieb can be seen empathizing with this side of 
the debate, saying that there’s probably some truth to Juul’s not having all the risks associated 
with smoking traditional cigarettes, along with admitting “if [Americans] were to migrate all 
adult smokers onto e-cigarettes, we would have a net public health benefit.” (NPR). Juul even 
promotes itself “as a health-conscious company, even as it develops new, potentially more 
addictive vaping products.” Being on this side of the debate, regulatory agencies find it tough to 
find “a balance between encouraging adult smokers to switch to e-cigs and keeping the devices 
away from minors.” (Interlandi, 2019). The FDA’s hesitance to act can potentially be justified by 
Gottlieb’s description of the recent popularity as a “cult fad. And we don’t know if we’re at the 
tail end of popularity or this is going to continue and we’re going to see a whole bunch of young 
people become addicted.” (NPR). 
 The other side of this issue will tell you that the reward is simply not worth the risk, with 
the risk being a new generation becoming addicted to nicotine. It’s worth noting how many 
agencies have been “surprised” by the popularity of vapes among youth and how they “don’t 
know” what the future holds for minors and nicotine addiction. For example, Gottlieb has made 
it known to the public that “the [FDA] failed to predict an ‘epidemic of addiction’ among youth, 
mainly driven by flavored products.” (CBS 2018). Other health officials have been quoted saying 
they “don’t know how many teenagers who start using e-cigs will move on to tobacco products.” 
(Interlandi, 2019). What’s being referred to there is the Gateway Hypothesis, which is centered 
around the possibility of a gateway effect of e-cigarettes towards conventional cigarettes. This is 
a very plausible hypothesis, especially since “e-cigarettes theoretically have the potential to 
subvert decades’ worth of anti-smoking efforts by renormalizing the act of public-smoking and 
the visual presence of smoke-like vapor.” (Franck, 2016). I know that sounds extreme, but there 
is some truth to it. Speaking from the perspective of the average American college senior, I can 
confidently say that vapes are a norm both on and off campus. As I have mentioned earlier, many 
people view e-cigarettes as safe because of how often they are compared to conventional 
cigarettes. However, since the long-term effects of cigarettes are still unknown, this is not a fair 
comparison given that “misinformation through the provision of inaccurate comparative risk is 
fundamentally unethical for its failure to allow consumers to make informed choices.” (Franck, 
2016). This unfair comparison not only puts an ill-supported image of vapes into the heads of 
underage consumers, but it doesn’t even give the legal consumer the ability to make a 
legitimately fair decision. Regardless of choosing to smoke or vape, nicotine is nicotine. 
Regardless of how Scott Gottlieb has described e-cigarettes, he still stands by the assertion that 
“no kid should be using any nicotine-related product… it rewires the adolescent brain… no child 
should be using any tobacco product.” (NPR). In terms of risk and reward with e-cigarettes, Dr. 
Thomas Ylioja, an associate clinical director of health initiatives at National Jewish Health sums 
it up the best by saying, “While vaping devices have the potential to be disruptive to the 
combustible tobacco market, this cannot be at the expense of increasing rates of nicotine 
addiction in young people.” (CBS, 2018). 
 The next topic in regard to ethics that needs to be addressed is e-cigarette access to 
minors. It’s no secret underage Americans are getting their hands on these products, but how 
exactly? In 2016, the FDA prohibited the sale of e-cigs to minors. In September of 2019, 
eighteen states had established a minimum age of 21 for the sale of tobacco products, and as of 
December 20, 2019, the national minimum age for the sale of tobacco products is 21 (Interlandi, 
2019; Truth Initiative, 2019). In this case, it’s safe to say to government is not exclusively to 
blame here. With those minimum age restrictions put into place, studies have still shown that 
minors are getting access to these products. In fact, “more than 60% of 10th grade students [said] 
it [was] easy to get vaping devices and e-liquids” according to the 2018 Monitory the Future 
Survey. The most common platforms to hear about e-cigarettes are through in-person 
communications, ranging from hearsay to seeing them in-store. So it makes sense that “youth 
obtain Juul [and other vape products] from social sources who may be over age 18, online or in-
person from retailers that are incompliant with state or federal law, or from online resellers like 
eBay and Craigslist that have no age verification.” (Bach, 2019; Truth Initiative, 2019). In regard 
to having a “social source” over the age of 18, this information is reflected in a 2016 National 
Youth Tobacco Survey that found “among students in grades six through 12 who said they had 
ever used an e-cigarette, the most common reason given was use by a friend or a family member 
(39%)” (Schaeffer, 2019). In a separate 2018 study, half of the Juul users surveyed (ages 12-17) 
had gotten their Juul device “from a social source. While most youth e-cigarette users (72.2%) 
report getting their e-cigarettes from friends and other social sources.” Some minors have access 
to retailers that are so negligent, they can purchase their own e-cigarettes without providing 
identification. According to the 2018 National Youth Tobacco Survey, “16.5% of middle and 
high school e-cigarette users under 18 report obtaining e-cigarettes from a vape shop in the past 
month, 9.8% from a gas station…, and 5.7% from the Internet.” (Bach, 2019). It is shocking that 
so many retailers would knowingly sell these products to 12-year-old children.  
 The final, and most important, aspect of ethics surrounding e-cigarettes is advertising. 
More specifically, the issue lies with target marketing. Target marketing, or market 
segmentation, is usually associated with advertising a harmful product to a vulnerable consumer 
segment. In this case, vulnerability “refers to a susceptibility to injury or being taken advantage 
of by another person.” Therefore, when the harmfulness of a product and the vulnerability of the 
consumer are defined, four generic types of targeting strategies emerge. These can be seen in 
Figure 10. Now, it is important to keep in mind that “the Code of Ethics of the American 
Marketing Association states that marketers should conform to the basic rule of professional 
ethics not to do harm knowingly, and they should offer products and services that are safe and fit 
for their intended uses.” (Smith & Cooper-Martin, 1997). Do e-cigarettes and their various 
marketing campaigns fit that description? Well it depends on who you ask. 
 Companies, like Juul, will tell you that their popularity among youth was “accidental.” 
Juul’s chief administration officer, Ashley Gould, has stated that “Juul is a company that was 
started by smokers with an objective to switch smokers to non-combustible products,” and that 
Juul is “opposed to anyone under 18 using their products – and even has a number of campaigns 
aimed at addressing and curbing underage use.” (Bach, 2019; Brodwin, 2018). Many people 
have tried to push the blame of popularity on the flavors offered by Juul and other companies, 
and there is some truth to that. Some flavors are named and marketed to look like common food 
items, many which appeal to kids. Studies have shown that “flavors are a top reason why young 
people begin using e-cigarettes.” Mint and Menthol are two of the most popular flavors. These 
added flavors allow products to be “perceived [as] less harmful than tobacco cigarettes” and are 
“likely to entice youth to use e-cigarettes.” (Truth Initiative, 2019; Franck, 2016). When claims 
are made against Juul, Juul almost always has a quick response. Juul’s initial response to claims 
regarding flavor and underage use was that it is “working to prevent underage use of its products 
but added that flavors can help adult smokers quit cigarettes.” (CBS, 2018). 
 However, Juul’s responses to intentional marketing to underage consumers is a lot more 
interesting. To begin, it’s important to understand that “a review of [various materials in regard 
to smoking advertisements] and other studies led the 2012 Surgeon General’s report to conclude 
that exposure to advertising causes the initiation of smoking.” (Surgeon General, 2016). Many 
believe that it is up to the brands, themselves, to advertise honestly and clearly lay out any health 
risks from their products for the consumers. Others believe that “governments have an ethical 
duty to ensure that the product’s media portrayal is appropriately aligned with its known degree 
of risk.” It is tough for the government to get involved when there are little to no regulations 
within a given market. The lack of regulations in e-cigarette marketing and “the relative absence 
of restrictions to date in the US has led e-cigarette marketing to permeate most media outlets 
through the likes of celebrity endorsements, images associated with youth culture, and statements 
encouraging consumers to reclaim lost freedoms.” (Franck, 2016).  
There have been various studies that have come to the conclusion that Juul intentionally 
marketing to underage youth. In a study done by researchers with Stanford Research Into the 
Impact of Tobacco Advertising, Juul’s marketing campaign between its launch in 2015 and Fall 
2018 were studied. The conclusion was that “Juul’s marketing ‘was patently youth-oriented’… 
[and it] appeared to borrow directly from the tobacco industry play book.” (Belluz, 2019). 
Ashley Gould has “insisted that the company never intentionally marketed to teens. ‘Juul is a 
product for adult smokers. And [teens] have adopted it’” (CBS, 2018). Let’s allow the study to 
speak for itself. In its debut summer, Juul’s launch fell in line with sampling events in major U.S. 
cities. What Juul did here that was unique was have attractive, younger employees distribute free 
Juuls at film and music events. Sounds kind of innocent, however “the principal focus of these 
activities was to get a group of youthful influencers to accept gifts of Juul products… to try out 
their various flavors, and then to popularize their products among their peers.” (Belluz, 2019). 
Now when you put it that way, it sounds a whole lot more sinister. Juul is very unique because 
they advertised on social media. They began hiring social media influencers, specifically looking 
for people under thirty. They created hashtags and would post advertisements that looked 
strikingly similar to old cigarette ads. Image 1 below is one of Juul’s advertisements for its 
“Vaporized” marketing campaign. Image 2 is another Juul advertisement placed next to a 
Marlboro cigarette advertisement. It’s hard to say that these images are different in nature (Truth 
Initiative, 2019; Belluz, 2019). In a report from the Surgeon General in 2016, it stated, “E-
cigarettes are marketed by promoting flavors and using a wide variety of media channels and 
approaches that have been used in the past for marketing conventional tobacco products to youth 
and young adults.” (Campaign for Tobacco-Free Kids, An Overview of Key Issues). 
Juul’s presence on social media is very significant because “the audiences of these 
platforms disproportionately represent youth and young adults”. I believe that some of its success 
can be attributed to it being “one of the first major retail e-cigarette brands that relied heavily on 
social media to market and promote its products.” One interesting study found that the number of 
Juul tweets was highly correlated with quarterly retail sales. Notice in Figure 11 when the 
number of tweets surge in September of 2017, the beginning of Q4, the 2017 Q4 from Figure 8 
sales spike dramatically. What is scary here is that in April of 2018, just 7 months later, 
researchers estimated that 80.6% of Juul’s 9,077 Twitter followers were aged 13-20. I don’t 
think it’s a coincidence that in 2019 more than “59% of high school e-cigarette users reported 
that Juul was their ‘usual brand.’” (Huang, 2019; Truth Initiative, 2019). 
 Juul isn’t the only e-cigarette company that has been taking advantage of laxed 
advertising regulations. Between 2012 and 2013, “the number of e-cigarette advertisements in 
magazines with high youth readership was four times the number in magazines with high adult 
readership.” E-cigarette companies have utilized sponsorships, celebrity spokespeople, and, as 
you’ve already seen, social media marketing. This is important because sponsorship of events 
with a significant youth audience was “banned for conventional cigarettes. However, e-cigarettes 
do not fall under these parameters.” (Surgeon General, 2016). Advertisements for various brands 
“appear on television and radio, despite the band on cigarette advertising in both outlets”. Mobile 
ads have recently become a hotspot for e-cigarette companies, and the reach all types of 
advertisements are having is outrageous. In 2016, “nearly 4 out of 5 middle school and high 
school students, or more than 20 million youth, saw at least one cigarette advertisement.” (Truth 
Initiative, 2019). Percentages of where young people are most likely to see e-cigarette ads in 
2019 can be seen below (Figure 12). In 2016, the “National Youth Tobacco Survey (NYTS) 
found that 78.2 percent of middle and high school students – 20.5 million youth – had been 
exposed to e-cigarette advertisements from at least one source.” In 2015, a study found that “82 
percent of 12-17 year olds and 88 percent of 18-21 year olds reported seeing e-cigarette 
advertising in 2015.” (Campaign for Tobacco-Free Kids, An Overview of Key Issues). Although 
these numbers are very significant, I believe the most striking piece of information comes from 
investigative reporting that showed “early in its operation, Juul was aware that its products were 
attracting unprecedented youth use, yet, in the face of enormous revenue growth, the company 
failed to take effective action to stem the trends.” (Truth Initiative, 2019). This statement goes 
against everything Ashley Gould has said thus far. Another example of a company pretending to 
help with the epidemic of smoking as a whole can be seen with Phillip Morris International. This 
company created a nonprofit called the Foundation for a Smoke-Free World, tried to partner with 
the World Health Organization, and stated that its goal was to “reduce the global health burden 
of cigarette use.” However, according to tobacco industry watchdogs, “its true aim is to promote 
the company’s own vaping products” based on leaked P.M.I. documents. (Interlandi, 2019). 
 As I said earlier, the ethics behind the actions of many e-cigarette companies are 
subjective in nature. But if your mission statement involves offering a safer alternative to 
conventional cigarettes, your target audience should clearly be older than 30, and all the facts 





 The research methodology I have chosen to pursue is that of a survey. I have selected this 
method because I believe it is the most effective and efficient way to approach my original 
question regarding the ethics these vape companies have utilized. I really wanted to gather 
information from the most experienced source: The consumer of said vape products.  
This survey will be distributed to participants through an anonymous link. The link will 
be able to be posted on social media, sent over text, and sent over email. The participant will 
remain completely anonymous in order to encourage honesty on the survey. This survey will 
begin by gathering basic demographic data, the participant’s age and gender. Although both 
questions seem to be generic, the age question is actually very important. The next question will 
also be extremely important, it will ask the participant what their normal vaping habits are. The 
choices will be, essentially: I don’t vape, I have tried vaping but don’t anymore, and I vape. The 
survey will then take the participant to a specific question based on how they answered this 
question. The survey will then ask habit-specific questions in order to not only better relate to the 
participant, but to allow myself to get better insights on how vaping is perceived by “both sides 
of the aisle”, or those that vape compared to those that don’t. The survey will also have some 
questions that are the same regardless of participants’ vaping habits in order to see the opinions 
of the group as a whole. This survey, upon completion from my participants, will allow me to 
answer five key questions, which all point back to my original research question: Have vape 
companies done anything unethical/are they perceived to be unethical by the consumers, or are 
they just the easiest scapegoat? (The survey used for this research can be viewed in the appendix 
of this document.) 
 The first question I intend to answer through my research is “How often do people use 
alcoholic, vaping, and cigarette products?” I want to first answer this question because it will 
allow for me to get a feel of two concepts: Are participants already involved products that are 
perceived to be negative and addictive? And what is the general frequency of use of these 
products among the “average” participant. This question will be answered mainly through 
looking at habits out of a typical 30-day month, participants’ ability to get access to these 
products, as well as their opinions of the intentions of the companies that make these products. 
 The next question I intend to answer through my research is “Do consumers believe that 
Vape Companies make ethical decisions?” This question is extremely important because it will 
allow for me to see if consumers trust the businesses that are selling them their vaping products, 
or if their addiction is overtaking their better judgement. Although this question will not be 
directly asked in the survey, there will be questions that will have ethical undertones within 
them. One question will ask about the legal age group for these companies as well the primary 
targeted age group that uses these products, and another will ask if these companies act in the 
best interest of their consumers. 
 The third question I intend to answer through my research is “What is the overall 
perception of vaping?” I want to answer this question because I think it is going to reveal some 
bias. I believe that people who vape are going to lean more on the side of vaping being 
considered normal and not dangerous to one’s health, as opposed to those who don’t vape who I 
believe will view this habit as gross and unhealthy. This will be an interesting question to answer 
because it goes along with one of the topics I have already extensively discussed through 
literature review. I am excited to see if there will be any parallels between the sources I have 
utilized and the data that I will collect. 
 Another question I intend to answer through my research is “How are consumers being 
exposed to these products and what is influencing their decisions?” This is a very interesting 
topic because it goes to the so-called “root” of the problem without directly addressing it: Is it 
the vape companies going out of their way to expose consumers to their products or is it 
something or someone else that is doing it? I will answer this question by looking more into 
access and influence. I want to look at how underage consumers are getting access to these 
products, and who is influencing these consumers, if anything or anyone, to make these 
purchases. 
 The final question I intend to answer through my research is “Do consumers take 
responsibility for their health habits and purchases or do they try to put the blame on 
someone/something else?” I have noticed that a lot of people have trouble admitting that their 
addicted to nicotine, as well as taking responsibility for their actions. Although those two 
statements are based on a few interactions with my peers, I want to see what consumers as a 
whole feel. This question will allow for me to see if the consumers of these products truly blame 
vape companies for luring them in, or if they take responsibility for their decisions and view 
vape companies as having done nothing wrong. 
 Overall, I am very excited to get started working on and distributing this survey. I believe 
that it will provide great insights for my research and allow for me to better understand the entire 




This survey was filled out or partially completed by 855 participants. The average age of 
a participant was 23 years old. Out of all of the participants, 279 had never tried vaping, 280 had 
tried vaping but did not vape on a regular basis (i.e. at least once a month), and 284 vaped at 
least one time a month. This can be seen in Figure 13 below. 
 
Data Category 1: How often do people use alcoholic, vaping, and cigarette products? 
 To begin, this question allowed for me to get a feel of what the participants’ habits 
consisted of in relation to these products. I added questions in regard to alcohol and cigarettes 
because the ethics of those products are consistently questioned and evaluated.  
 Out of a typical 30-day month, the average participant vaped 10 days, smoked a cigarette 
at least one day, consumed alcohol 8 days, and worked out/exercised 14 days. Notice that out of 
the 3 highly debated products, vaping was engaged in the most frequently, right behind exercise. 
This in turn makes sense because out of cigarettes, alcohol, and vapes, vapes received the most 
“strongly agree” answers by participants in terms of getting access to them. The next few 
questions stated that vape companies, cigarette companies, and alcohol companies act in the best 
interest of their consumers’ health. Participants strongly disagreed with this statement the most 
with cigarette companies, having 477 (74.3%) select this. The next product with the most 
participants selecting “strongly disagree” was vape companies, having 353 (55.16%) select this, 
followed by alcohol companies with only 219 (34.06%) of participants selecting “strongly 
disagree”. I found this to be very interesting because in the next question, I had participants rate 
cigarettes, vaping, beer, and liquor in order of what they felt was the most dangerous to one’s 
health (with rank 1 being the most dangerous and rank 4 being the least dangerous). The results 
of this question showed that out of the 261 who answered this question, 166 (63.60%) felt 
cigarettes were the most dangerous, 118 (45.25%) felt that vaping was the 2nd most dangerous, 
138 (52.87%) felt that liquor was the 3rd most dangerous, and 199 (76.25%) felt that beer was the 
least dangerous out of the four. These results, when combined with the results from the previous 
question, imply a correlation between the intentions of these companies and the danger 
associated with the products that they sell. Cigarette companies were voted least likely to act in 
the best interest of their consumers’ health, followed by vape companies and then alcohol 
companies. In order of how dangerous these products are, participants voted that cigarettes were 
the most dangerous, followed by vapes and alcohol products. This is a very interest find, 
especially since the intentions of companies with their products can be directly related to the 
ethics behind how and who these products and sold and advertised to 
The next set of questions were designed to look at the exposure participants received to 
these products from the people around them. I first looked at how many of the participants’ 
parents, siblings, roommates and friends engaged in smoking cigarettes, vaping, and consuming 
alcohol. Participants were asked to put how many of each engaged in the activity (with a max of 
5 for each), and then select how many days during the average 30-day month that those people 
engaged in that activity. The best way to evaluate this data was to look at averages. On average, 
parents of participants did not vape (average of 0.20), and same for siblings (average of 0.67). 
However, it seemed that roommates (average of 1.50) and close friends (average of 3.27) were 
the ones primarily around participants vaping. The average roommate vaped 16 days per month, 
and the average close friend vaped 21 days per month. The data from frequency per month of 
this activity was by far the most in terms of averages. When it comes to cigarettes, close friends 
were the only average that was somewhat significant (average of 1.76). All other options had an 
average less than 0.70. Close friends of participants who smoked cigarettes engaged in this 
activity on average 9 days per month, which doesn’t even come close to the 21 days per month 
associated with close friends vaping. The next question involved alcohol use and frequency, and 
although the numbers of those that engaged in this behavior was the most, the frequency of each 
selection still did not even come close to the frequency of vaping. On average, both parents, at 
least one sibling, at least two roommates, and at least four close friends of participants consume 
alcohol. In the average 30-day month, parents and roommates drank an average of 11 days, 
siblings drank an average of 9 days, and close friends drank an average of 14 days. Although 
these numbers seem to be more significant, they still are lower, in terms of frequency during the 
average 30-day month, than vaping. This is significant because think about participants who live 
with and hang around people who are vaping 16 to 21 days per month. These participants are 
almost constantly around it, and it would be unwise to say that these behaviors don’t at least 
somewhat influence the behaviors of participants. However, more on this subject will be 
discussed later.  
 
Data Category 2: Do consumers believe that Vape Companies make ethical decisions? 
 The purpose of this category of questions was to see if consumers felt that vape 
companies were actually doing anything wrong in terms of advertising, selling, and placing vape 
products. These questions evaluated perceived target audiences age groups for products, vaping 
products’ perceived image on social media, advertisement both for and against vaping, and the 
origin of vape companies.  
 To begin, I asked two questions that had various age groups as answer choices. I 
separated these age groups based on generational groupings: 13-22 are Generation Z, 23-38 are 
Millennials, 39-54 are Generation X, and in this case 55 and older are Baby Boomers (Dimock, 
2019). The first question asked what age groups are primarily targeted by vape companies. For 
this question, 438 (68.01%) of respondents selected 13-22 years old, and 179 (27.80%) putting 
23-38 years old. The second question asked which age group is most likely to vape, and the data 
appropriately corresponded with the target age group question. For the second question, 584 
(91.39%) of respondents selected 13-22 years old as the age group that is most likely to vape, 
and 52 (8.14%) of respondents selected 23-38 years old. From a marketing standpoint, this 
makes perfect sense: The age group that is targeted by these companies is most likely to use 
these products. However, what makes this unethical in this scenario is that these products are 
illegal for users under the age of 21, and the two most highly selected choices consisted of 
minors aging from 13 to 20. 
 As I said earlier when I quoted NPR, nicotine is nicotine and no child should be using 
tobacco products because it rewires the adolescent mind. With the data above and this quote in 
mind, I was reminded of the question that stated participants felt that vape companies act in the 
best interest of their consumers’ health. The fact that these products, according to the perceptions 
of respondents, are being deliberately marketed to minors and being primarily used by minors, it 
makes sense that 533 respondents (83.28%) felt that they either strongly or somewhat disagreed 
with this statement (Figure 14). However, another question that was related to this topic had a 
less decisive response. This question stated that vape companies intend for their products to be 
used by people aged 21 and older. Based on the previous two questions, one would think that this 
would be a clean sweep for participants selecting answers that disagreed with this statement. On 
the contrary, the answers were more diverse. For this question, 297 (46.40%) of respondents 
either put strongly disagree or somewhat disagree, 240 (37.50%) put either strongly agree or 
somewhat agree, and 103 (16.09%) did not have an opinion one way or another on this issue 
(Figure 15). This was surprising because I fully expected a stronger majority to select that they 
disagreed with that statement. 
 This next set of questions was relating to vaping products’ presence on social media. One 
question asked if participants had ever seen an advertisement for a vaping product on social 
media. Out of the 635 respondents to this question, 450 (70.87%) answered yes and 185 
(29.13%) answered no (Figure 16). Another question, along these same lines, stated that vaping 
products are glorified/popularized on social media. Now, this question is not directly referring to 
advertisements, but related more to popular accounts such as Old Row, Barstool Sports, and 
various influencers using these products on their accounts in a positive light. To this statement, 
only 108 respondents (16.82%) either strongly or somewhat disagreed whereas 427 respondents 
(66.51%) either strongly or somewhat agreed (Figure 17). This leans toward the intuition that 
once vaping products are put in the right hands, these companies can essentially get free 
advertising through social media to a very large and diverse audience, but primarily those who 
are under 30 on social media. This poses the question: Do vape companies know this will 
happen, or is this just an “unfortunate” circumstance that occurs? Based on the amount of social 
media users who have seen these products advertised on social media one way or another, I 
believe that companies understand that the popularization of their products by unpaid influencers 
is going to happen and they are fine with it. I believe many respondents would have answered the 
second question differently if companies actively tried to prevent this. 
The next set of questions relate to the dangers of vaping, essentially the other side of 
advertising these products. The first question I asked relating to this topic was has the respondent 
seen any ads about the dangers of vaping. To this question 538 (84.46%) answered yes, and 99 
(15.54%) answered no (Figure 18). Another question I asked stated that ads related to the 
dangers of vaping are accurate. To this question only 147 (22.97%) either strongly or somewhat 
disagreed, whereas 351 (54.84%) either strongly or somewhat agreed (Figure 19). So when 
accumulating all of this data, not only do consumers believe that announcements that claim 
vaping to be dangerous are accurate, but also see these “dangerous” products being advertised 
and glorified on social media. This can be confusing for consumers, especially those who do not 
have enough time or resources to conduct their own research on various products. 
One final question I had in this data set was a check to see how informed participants 
were, essentially. This question stated that vape companies were considered Big Tobacco, and as 
I stated in my literature review above the “correct” answer in this case is yes, they are considered 
Big Tobacco (either strongly or somewhat agree) because almost all vape companies are owned 
by Big Tobacco Companies. For this question, 207 respondents (42.65%) answered this question 
correctly by strongly or somewhat agreeing, informing me that they were at least somewhat 
informed when it comes to these products. However, 363 respondents (57.35%) either strongly 
or somewhat disagree, or did not know (Figure 20). Now, I must admit that before I conducted 
research, I too believed that vape companies were independent of big tobacco. This goes to show 
that sometimes consumers don’t actually have a clue of who they are buying from. This also 
relates back to one of the questions I discussed earlier. Cigarette products were voted to be the 
most dangerous products, and cigarette companies were voted the least likely to act in the best 
interests of their consumers’ health. So, if cigarette companies and vape companies are 
essentially the same companies, what does that say about the intentions and potential danger of 
vape companies and their products? 
Data Category 3: What is the overall perception of vaping? 
 The purpose of this category was to see how vaping was perceived by actual participants 
of this survey. In my literature review, one of my topics was the perception of vaping as well. 
This was mainly to see how vaping was perceived by mainstream media, various researchers and 
organizations.  
 The first four questions of this section have already been discussed in other sections, but I 
will review there results once again. The first question asked about the target age group for 
vaping products, and the second question asked about the age group that was most likely to vape. 
For the question regarding target age group, 438 (68.01%) of respondents selected 13-22 years 
old (Generation Z), and 179 (27.80%) putting 23-38 years old (Millennials). For the question 
regarding which age group was most likely to vape, the data appropriately corresponded with the 
target age group question: 584 (91.39%) of respondents selected 13-22 years old (Generation Z) 
as the age group that is most likely to vape, and 52 (8.14%) of respondents selected 23-38 years 
old (Millennials). In the context of this data category’s question, this shows me that vaping is 
perceived to be primarily targeted at individuals under the age of 40, but even more specifically 
those under the age of 23. It also shows that this age group is perceived to primarily vape. 
Therefore, based on the respondents of this survey, vaping is perceived to primarily be targeted 
at Generation Z by vape companies, and this generation actively uses the products that are 
targeted at them. Keep in mind that this group includes those aged 13-20, which are minors. The 
third question in this group was the question previously discussed that stated vape companies act 
in the best interest of their consumers’ health. The results can be seen below in Figure 14. In 
terms of this data category, this shows me that participants, for the most part, perceive that 
vaping companies do not act in the best interest of their consumers’ health, thus bringing the 
ethics of their practices into question. The fourth question in this group that has already been 
discussed is the statement that vaping products are glorified/popularized on social media. The 
results of this question can be viewed below in Figure 17. This shows me that the majority of 
respondents believe that vaping is shown in a positive light via social media; whether this be 
through an advertisement, a paid endorsement, or just popular accounts posting pictures and 
videos of people using these products in a glorifying or even comical light.  
 The next question within this data category asked for an overall opinion of vaping. Now, 
although there have been some complications in some users’ health as I have mentioned above, 
there is still no conclusive evidence one way or another in terms of the long-term effects of these 
products. This question stated that vaping is bad for you. Out of the 638 responses to this 
question, only 29 (4.55%) selected either strongly or somewhat disagree and 42 (6.58%) neither 
agreed nor disagreed with this statement. A whopping 567 (88.87%) respondents selected either 
strongly or somewhat agree in regard to this statement (Figure 21). This data shows me that 
regardless of if you vape or don’t vape, regardless of if you are informed as to the risks of these 
products or not, and regardless of if vaping is shown in a positive light through advertisements or 
its social media presence, it is still perceived by the majority of the public as bad for your health. 
This question goes along well with one that I have already analyzed which asked participants to 
rank how dangerous vaping was compared to cigarettes, beer, and liquor. As previously 
mentioned, respondents primarily listed vaping as the second most dangerous out of those four 
products. So this leads to the question: Did people perceive vaping to be bad for you before they 
started vaping, or did vape companies draw them in with empty promises that ultimately got 
them addicted before they got a chance to come to their senses about these products? I believe 
that these people started using these products before they were perceived to be bad for one’s 
health, and now a lot of consumers feel it is too late to quit these products. The following 
question pertains to this topic as well but focuses more on the substance being vaped. This 
question stated that the substance being vaped determines if it is dangerous to your long-term 
health (THC vs. Nicotine). This question was a little more split than the previous one, with 211 
(32.87%) respondents selecting either strongly or somewhat disagree, 350 (54.52%) respondents 
selecting either strongly or somewhat agree, and 81 (12.62%) of respondents not having an 
opinion one way or another (Figure 22). This is interesting because it brings the deeper meaning 
of the answers to the previous question into question: Did respondents believe that vaping 
anything is bad for you, or were they interpreting it as vaping THC as opposed to Nicotine, or 
vice versa, is bad for you? Based on the answers to this question, it would appear that at least 
54% of respondents implied that vaping one of these substances is bad for your long-term health, 
while the other is not. There is some data behind this, as I mentioned earlier that there have been 
more health-related issues in the media related to those who vape THC as opposed to Nicotine, 
so perhaps respondents were aware of this and this influenced their decision. 
 The next question in this data category stated that vaping serves as a gateway to other 
nicotine products (i.e. smokeless tobacco, nicotine pouches, nicotine gum, cigarettes). 122 
(19.12%) respondents either strongly or somewhat disagreed with this statement, 441 (69.12%) 
respondents either strongly or somewhat agreed with this statement, and 75 (11.76%) did not 
agree nor disagree with this statement (Figure 23). What this data shows me is that those whose 
first exposure to nicotine is vaping, they are more likely to try and use other nicotine products; if 
they would not have been exposed to vaping to begin with, there is a less likely chance that they 
would be involved with these other products. In fact, for 119 participants, vaping was their first 
exposure to nicotine. This ties back to the question regarding vaping companies being apart of 
Big Tobacco; it would make sense for these companies to hope that vaping would serve as a 
gateway to other tobacco products because it essentially opens up a whole new demographic 
(Generation Z) for these companies to pursue on multiple fronts. 
 I wanted to get a feel for how respondents felt, whether their decisions regarding vaping 
put them in the majority among their peers or the minority. To answer this, I utilized a question 
that stated people your age that vape are in the majority. 156 (24.38%) respondents either 
strongly or somewhat disagreed with this statement, 412 (63.38%) respondents either strongly or 
somewhat agreed with this statement, and 72 (11.25%) respondents neither agreed nor disagreed 
(Figure 24). Although there is an obvious majority vote associated with this question, it is 
important to understand that this question stated “people your age.” The average age of a 
participant within this survey was 23 years old, therefore this question shows that respondents 
feel that people in their early 20’s that vape are in the majority. So, on an average college 
campus, it is perceived that the majority or students vape. 
 These next two questions are more related to how respondents perceived the reaction of 
United States government entities to the widespread popularity of vaping among young 
Americans. The first of these two stated that government health organizations have the tendency 
to overreact. To this statement, 254 (39.75%) either strongly or somewhat disagreed, 210 
(32.86%) either strongly or somewhat agreed, and 175 (27.39%) neither agreed nor disagreed 
(Figure 25). This shows me that essentially one third of respondents believe that the government 
health organizations are too concerned with vaping; that it is not as dangerous as the government 
is making it out to be and they should relax. This is very interesting because as you recall, 
approximately one third of respondents (33.69%) vape at least once a month (Figure 13). Could 
they potentially be in denial of their habit’s perceived health? This will be addressed in a later 
data category. The second question associated with how the reaction of government entities is 
perceived by respondents states the word “epidemic” accurately describes the popularity of 
vaping. This word implies that vaping is not only a serious problem among youth but is a threat 
to the long-term health of Americans. 137 (21.51%) either strongly or somewhat disagreed with 
this, 376 (59.03%) either strongly or somewhat agreed with this, and 124 (19.47%) neither 
agreed nor disagreed with this statement (Figure 26). These results tell me that the majority of 
respondents do see vaping as an epidemic. This is surprising to me because I figured that the 
results to this question would be similar to those associated with the previous question. This 
makes me wonder if respondents who potentially answered these two questions differently 
associated the word epidemic more with casual conversation as opposed to government 
statements.  
 Besides the obvious associations vaping has with one’s health, I wanted to see what the 
general perception of vaping was in a more casual, less-restrictive atmosphere. Therefore, one 
question asked respondents to submit a word or a phrase that comes to mind when they see 
someone that is vaping. The results can be viewed in a word cloud that I generated below 
(Figure 27), but I think it is important to note the one’s that stuck out the most. The words  
“Bad”, “Juul”, “Gross”, “Stupid”, “Nicotine”, “Lungs”, and “Unhealthy” are among the largest 
seen, meaning that they were the most frequent for this question. When taking all of this words 
together as a whole, it creates an overwhelmingly negative context around vaping. This is very 
interesting because it leads me to believe that even those who vape put a word that is negative 
here, as if they know or feel that their habit is bad for them, but they still engage in it regardless. 
 The final questions within this category address the 66.31% (Figure 13) of respondents 
that do not vape. The first question in this small cluster asked these respondents why they don’t 
vape. There were 6 statements associated with this question, and for each statement respondents 
were to answer from a selection of a standard Likert scale. The 6 statements were I don’t think it 
is good for you, I don’t like it, It’s too expensive, it’s considered a turn-off, it’s 
immature/childish, and I’ve never tried it and don’t plan on trying it. The statement that had the 
most strongly agree selections was I don’t think it is good for you. This tells me that the majority 
of those who do not vape perceive vaping to be unhealthy and that is a major factor as to why 
they don’t. The statement with the second-most strongly agree selections was it is considered a 
turn-off. I think that the average age of participants being 23 plays a big part in explaining this. It 
is fair to say that a good amount of men and women this age are still seeking a significant other, 
so it makes since for them to refrain from vaping due to the perception that it is not an attractive 
habit to the opposite sex. The statement with the third-most strongly agree selections was it’s 
immature/childish, and I think this goes along with the previous statement. Most participants 
who are in their twenties are still seeking a significant other, therefore they do not want to appear 
to be childish or immature to the opposite sex. The full results from this question can be view 
below in Figure 28. Very similar to this question, I asked participants if there were any other 
reasons that they don’t vape. The results can be seen in the word cloud I generated below 
(Figure 29), but I will discuss some that stood out as well. The words, “Health”, “Want”, “Bad”, 
and “Lungs” truly stand out the most, and again when put together and into the context of this 
question it appears that these people don’t vape because of health concerns. This is different than 
what the other question’s results were, but this is probably because this particular question asked 
for “any other reason”. The last question of this data category essentially takes health out of the 
equation. This question states that if vapes were proven to be safe, you would vape. To this 
statement, 292 (67.44%) either strongly or somewhat disagreed, 72 (16.63%) either strongly or 
somewhat agreed, and 69 (15.94%) neither agreed nor disagreed (Figure 30). This tells me that 
health alone is not the absolute deciding factor in terms of these respondents’ vaping decisions. 
This, in fact, actually shows that respondents lean pretty significantly hard on their non-health 
reasoning stated in the question that asked why they didn’t vape. Perhaps for some people, the 
potential that vaping is seen as a turn-off or as immature to the opposite sex is more of a deciding 
factor for them personally. Regardless of what they weigh as more important, health or how 
others perceive them, it appears that health is not the main factor dictating their decision not 
vape. 
 
Data Category 4: How are consumers being exposed to these products and what is influencing 
their decision? 
 The purpose of this category was to take a deeper look as to how consumers of vape 
products initially got exposed to these products. To begin, it is important to understand that these 
questions were all exclusively applicable for the 284 (33.69%) respondents who vape at least 
once a month, and some were applicable to the 280 (33.21%) respondents who said they had 
tried vaping in the past. Therefore, 279 (33.1%) respondents were excluded from these questions 
for the most part. 
 As I have said earlier, the average participant of this survey was aged 23, it is important 
to keep this in mind when evaluating this first question. This question asked participants how old 
they were when they first tried vaping. The two answers that were most frequent were ages 16 
(74 responses, 21.39%) and 18 (78 responses, 22.54%). Going back to our average age of 23, this 
means that participants were essentially getting access to these products anywhere between 5-7 
years ago. Now, it is important to understand that the federal minimum age to purchase these 
products was changed this year from 18 to 21. However, it is still significant that participants 
were still able to get access to these products before they were the legal age at that time (18). 
This implies that some users of these products could have potentially gotten hooked on these 
products at an early age, thus dictating their decisions now. The results can be seen below in 
Figure 31. The next question associated with initial exposure asked participants how old they 
were when they first saw a vape or heard of vaping. For this question as well, it seems that 
adolescents are when most people are becoming exposed to these products. The age that were 
most popularly selected were 15 (116 responses, 18.15%) and 16 (139 responses, 21.75%). The 
results can be seen below in Figure 32. Whether participants were using these products or not at 
this age, it is obvious that almost one third of total respondents were exposed to these products 
one way or another by age 18. With that being said, note that a little over one third of total 
respondents vape at least once a month. This is a powerful correlation of data, which in turn can 
be traced back to what respondents believed to be the target audience of vape companies. Again, 
the most selected age group was Generation Z, aged 13-22 years. It seems that a lot of these data 
points are beginning to align with one another. 
 This next set of questions are related to owning vapes, purchasing them, and getting 
access to them. The first question I want to look at asked participants if they owned a vape. For 
This question only 128 (19.75%) answered yes (Figure 33), meaning that out of the 284 that 
vape once a month, 156 do not have their own device. This implies that they have to be getting 
their use from someone who owns one. The next question stated that if a participant wanted to 
buy/get access to a vape, it would be easy to obtain. To this statement, only 26 (4.04%) 
respondents either strongly or somewhat disagreed. On the contrary, 605 (94.09%) respondents 
either strongly or somewhat agreed, and 12 (1.87%) neither agreed nor disagreed. The key aspect 
of this statement is that it doesn’t merely just say “buy”, it says “buy/get access to”, thus 
removing the argument that this question got over 90% agree’s solely because respondents were 
primarily aged 21 or older. The fact that so many people can easily and readily get access to 
these products almost on-demand is concerning, especially for those respondents who are under 
the age of 21!  
With that being said, the next three questions more specifically address access. The first 
of these three applied to those who vaped but did not own a vape. It asked respondents how they 
got access to a vape to use since they did not own one. The majority of respondents (208, 
64.20%) selected that since the majority of their friends own one, they ask to use theirs. My 
roommate lets me use his/hers got the second most selections (95, 29.32%), and the answer that 
stated If I see someone I don’t know, I’m comfortable asking if I can use theirs received the least 
amount of selections (21, 6.48%). Based on this data, it would appear that one’s social circle 
plays a large role in access to these products. The next question applied to those who physically 
owned their own vape, and it asked participants how they acquired it. For the most part, 
participants just bought them in stores (100, 80%). Now, this didn’t specify as to if they were 
ID’d in the process, so it is inconclusive as to if these 100 people were aged 21 or older. 19 
respondents selected that they had someone older than them buy it (15.20%), which implies that 
these people were under the age of 21. Finally, only 6 respondents answered that they had 
ordered their vape online (4.80%). I am unaware as to how this process works online since 
vaping products are age sensitive. However, this question implied that potentially those who do 
not own a vape use their friends’ products, and these friends happen to have acquired their vape 
from a purchasing it at a store, hopefully after being ID’d with a valid Driver’s License or 
Passport. One final question I added associated with access to these products asked respondents 
how much money they spent per week on average on vaping products. For this question, the 
majority of participants (67, 37.64%) selected $1-$10. The next data group for this question was 
an odd but interesting combination. 46 (25.84%) respondents selected $0, and 46 different 
respondents selected $10-$20. Finally, 19 (10.67%) respondents $20+ (Figure 34). This implies 
that social circles potentially have one to two members within them that primarily pay for a 
device and all things associated with it, and the rest of the social circle just uses that one person’s 
device. This allows for those users to not spend any money, but still get access to these products.  
The next question I wanted to look at involves how influential friends, family, 
advertisements, past habits, social media exposure, and celebrities/influencers. For these six 
potential influences, respondents were asked to select that they were either not influential at all, 
somewhat influential, or extremely influential to participants’ choice to vape. Keep in mind that 
this question was only offered to those who vape at least once month. For this question, the 
choice that influenced participants the most to try or start vaping was at least one friend having 
one; to this 105 (57.38%) respondents felt this was extremely influential. The least influential 
was an iconic celebrity/social media influencer having a vaping product, with 159 (86.89%) 
participants selecting that this was not influential at all (Figure 35). These results don’t surprise 
me in the slightest, especially since we’ve seen that many participants in this survey use their 
friends’ devices to vape. Also, as I have previously discussed, 2 roommates and 3 close friends 
of the average participant of this survey vape. And those roommates vape on average 15 days per 
month, and those close friends vape on average 21 days per month. Therefore, it makes the most 
sense that friends owning and using these products would show to be the most influential on 
these respondents’ decisions when it comes to vaping. 
It seems as though respondents are almost constantly surrounded by vaping products, 
therefore I added a question that addressed their exposure to these products in a more public 
setting. This question stated that on an average night, you are more likely to see someone vaping 
than smoking a cigarette. For this question, 539 (84.35%) respondents selected either strongly or 
somewhat agree. These numbers speak for themselves in saying that this growing vape culture 
can be found just about anywhere. 
To finish off this data category, I had respondents answer some basic questions relating 
to their vaping and nicotine habits. The questions asked if respondents had tried to quit vaping 
before, if they used any other nicotine products, and if vaping was their first exposure to 
nicotine. These questions helped me gauge, in a more subtle way, how addicted participants were 
to nicotine and if nicotine had served as a gateway to other nicotine products. Out of 183 
participants who vape at least once a month, 143 (78.14%) had tried to quit vaping at least once, 
63 (34.34%) used other nicotine products, and vaping was their first exposure to nicotine for 119 
(65.03%) of them (Figure 36). The two pieces of data that stand out to me the most here are the 
high percentage of those who vape who had tried to quit but failed, and the high percentage of 
those whose first exposure to nicotine was vaping. All of these questions tend to point back to 
one giant concern: the age of users. It appears that young people are trying nicotine for the first 
time through vaping, attempting to quit but failing, and then turning to other nicotine products 
since they have already been accustomed to vaping. Now, if there are people who are in their 20s 
spending $10 or more per week on these products, then vape companies, or Big Tobacco, are in 
for a big payout over the next few decades due to people getting addicted to these products at 
such a young age. 
 
Data Category 5: Do consumers take responsibility for their health habits and purchases, or 
do they try to put the blame on someone/something else? 
 When it comes to unhealthy habits, the words “denial”, “blame”, and “responsibility” 
come up consistently. With that in mind, I wanted my survey to essentially answer one more 
question: Do consumers of these products acknowledge their addiction and take responsibility 
for it, or do they feel that it is not an addiction and if it were it is not their fault? 
 To begin, it is important to understand some of the aspects of responsibility versus blame 
in this case: age of initial exposure, monthly habits, perceptions target demographics, the initial 
age of exposure to these products, exposure to advertisements of these products ease of access to 
these products, and many other aspects that I have already. Therefore, I just want to focus on the 
questions that imply blame or responsibility, and those that imply denial or acceptance. The first 
of these questions is the one regarding the intentionality of vape companies. Remember that 
roughly 83.28% of respondents disagreed with the statement that vape companies act in the best 
interest of their consumers’ health (Figure 14). This question opens the door for consumers to 
potentially blame vaping companies for deliberately disregarding their health. 
Another question opens the door for blame, but not on a specific entity. This question 
stated that when a person consumes alcohol, they are more likely to vape. 424 (66.04%) 
respondents either strongly or somewhat agreed to this statement, 112 (17.45%) either strongly 
or somewhat disagreed, and 106 (16.51%) didn’t agree nor disagree (Figure 37). This question 
reminds me of a way many cigarette smokers address their habit. Some will say, “I only smoke 
when I drink.” From personal experience, I can tell you that there are people out there that are 
addicted to vaping and still say, “I only vape when I drink.” Therefore, this data suggests that 
there is a possibility some participants who vape deny their addiction to nicotine and claim that 
they only vape “when they drink.” The next question in this category addresses this topic very 
directly, it stated: You are addicted to nicotine. 466 (73.04%) respondents either strongly or 
somewhat disagreed with this statement, 136 (21.32%) either strongly or somewhat agreed, and 
36 (5.64%) neither agreed nor disagreed (Figure 38). This highly indicates that many users are 
in denial of their addiction. As you recall, approximately one third of survey respondents 
acknowledged that they vaped at least once a month (Figure 13), however only 16% of total 
respondents answered that they were at least somewhat addicted to nicotine. What’s more 
significant here is that not even 50% of those who actually acknowledged that they vape once a 
month agreed to the statement that they were addicted to nicotine.  
The final group of questions in this data set address the association users have with their 
habit. In other words, do users take ownership of their habit or do they try to hide it from their 
peers, as well as do they feel an urge of responsibility to quit this habit in the future. To begin, 
let’s recall that 143 respondents acknowledged that they had attempted to quit vaping at some 
point in the past but had failed (Figure 36). I asked a question that was similar to this but 
focused on the future. The question asked respondents: Do you plan on quitting vaping at some 
point? As you can see in Figure 39 below, there is a clear majority leaning toward yes and even 
definitely yes. This is promising in terms of the responsibility aspect of this habit, it shows me 
that the majority of those that vape plan on quitting at some point thus understanding that vaping 
is a problem in their life. However, it is curious that more respondents said they planned on 
quitting vaping in the future (157) than those that said they were addicted to nicotine (136). Why 
would one need to quit something that they are not addicted to or consistently using? This leads 
me to believe that using the word “addiction” in a previous question could have potentially 
triggered denial within respondents, while using the word “quitting” triggered acceptance. The 
last question within this data category pertains more to younger respondents, so it is beneficial 
that the average age of a respondent was 23. The question asked those that vape at least once a 
month if their parents were aware of their habit. The data was split almost perfectly (Figure 40). 
This is significant because it implies that users are intentionally not telling their parents of their 
habit. This shows a lack of responsibility, and potentially even a negative association with their 
own habit. So why continue to engage in a habit if you know that it is bad? Quite simply put: 




As much as I enjoyed conducting this research, it would be inappropriate for me to claim 
that everything was perfect and I ran into no issues along the way. There were a number of 
limitations that hindered my research and things that I wish I could have done differently if given 
the opportunity to conduct this research again. 
To begin, there are various things I would have done differently if given the opportunity. 
First, I would have asked participants in the survey where they were from. This survey was 
distributed to mainly students at the University of Arkansas, however I also distributed it to 
students at Texas Christian University, the University of Alabama, the University of Oklahoma, 
the University of Central Arkansas, and the University of Mississippi. It would’ve been really 
interesting to see a greater reach at these universities, as well as a way to identify these students 
on this survey to see if the perceptions of vaping and vaping habits among students vary from 
campus to campus. Another thing I would have done differently is expand the age group of my 
participants. I didn’t purposely intend for the average age of respondents to be 23, however that’s 
how it ended up with my primary audience in this case being college-aged students. Therefore, I 
would have liked to distribute the survey to students at the various high schools located in 
Northwest Arkansas, as well as some of the larger businesses in the area such as Walmart, J.B. 
Hunt, and Tyson. I contacted one of my professors who currently works for Walmart and she 
said she would let me know when it was cleared by Walmart’s Human Resources department, 
however she never followed-up so I am unsure as to if it was ever sent to her peers. This would 
have been beneficial because it would have allowed for generations older than Generation Z 
(ages 13-22) to have a greater representation in terms to their habits and perceptions of vaping. I 
also believe it would have been beneficial to reach out to department heads at the University of 
Arkansas to allow for more professors to take this survey.  
 When conducting research, there are always going to be issues. One of my biggest issues 
with my research was completion of the survey. I’m sure you noticed that a lot of my questions 
did not include the full 850 participants that took this survey. There were various surveys that 
were incomplete, where participants stopped anywhere from a quarter to halfway done. There 
were also surveys where participants blatantly skipped questions. Whether this was intentional or 
accidental cannot be verified, regardless it was still frustrating to see. I believe this happened 
because none of the questions on the survey were mandatory, meaning that if a question was left 
unanswered then participants could still proceed with the survey. Another problem lied with 
getting the survey set up correctly. It was a long process of trial and error because where certain 
questions were supposed to take participants to a new block of questions, the survey would just 
end during trial stages. Therefore, it took a lot longer than originally hoped to get the survey set 
up and running. In research time is of the essence, therefore it would have been beneficial to get 
the survey finalized and sent out earlier than I did. One final issue that is common with surveys 
that I’m sure I experienced was dishonesty. There is no way to guarantee true transparency with 
participants, therefore I believe some responses were probably dishonest.  
 Finally, there were some questions that I wish I would have included but didn’t. As I 
mentioned earlier, the primary location of residence or schooling would have been interesting to 
see if geography of participants impacted their vaping perceptions and habits. Another question I 
wish I would have asked participants is: Do you think there are benefits to vaping? I would have 
had them potentially list one benefit in a follow-up question or answer why they thought this. I 
wish I would have asked this because I believe the majority of questions framed vaping in a 
negative light. Although the long-term health risks are unknown and highly disputed, I believe 
that there are a good number of people that believe vaping can truly be beneficial if used for its 
“intended” use (i.e. quitting cigarettes, quitting smokeless tobacco, etc.). 
  
IMPLICATIONS AND FUTURE RESEARCH: 
 
 To conclude, I believe the research I have composed shows that there are growing 
implications of this relatively new vape culture. Regardless of how you view the ethics of these 
vape companies, they are finding success in their questionable practices. Through my research 
and survey, I have come to three realizations. 
 Number one, vape companies are pursuing a younger audience with their products and 
succeeding. As I have mentioned earlier, the more exposure youth get to these products through 
advertisements or influential peers, the more likely they are to use these products. Whether it be 
based on the Truth Initiative website or my survey, it is apparent that vape companies are 
targeting consumers under the age of 21 with their products and that they are succeeding in 
getting these underaged consumers hooked. In terms of business, this is very beneficial for vape 
companies. Not only are they experiencing high profits right now, but they are also going to 
continue to see high profits for at least the next 5 to 10 years if their products are still on the 
shelves. This will be because they will be profiting from the consumers that got addicted to their 
products at a relatively young age. However, if regulations are continued to be put on these 
products and the exposure to youth begins to decline, then these profits will peak within 5 years 
and then decline due to little to no exposure to minors. 
 The second realization I have gained from my research is that overall, vaping is perceived 
as negative. Whether it be because of the potential health risks or the image associated with 
using such products, it is apparent that vaping is perceived to be bad. With this opinion 
beginning to grow, especially in recent months, this is going to affect profits for these vape 
companies further down the road. Since the majority of these companies are owned by Big 
Tobacco companies, their profits in the next 5 years will most likely remain steady, if not grow. 
This is because those who are currently underage and being exposed to these products that can’t 
quit are going to continue to feed their habit; whether that be through vaping, cigarettes, 
smokeless tobacco, or other nicotine products. Therefore, as I said earlier, these companies are 
going to continue to see profits from the consumers who are vaping at a young age now and will 
not be able to quit anytime soon. However, since perceptions of vaping are so negative recently, 
it would make sense for these profits to eventually go down and flatten out within 10 years. Due 
to negative perceptions, we have already seen intense regulations continuing to be put on vaping 
products and advertisements. I believe that because of this, vaping products’ popularity will 
slowly begin to decline. They will become significantly less popular than they are now in terms 
of volume of sales and users, but they will still be slightly more used and better-viewed than 
cigarettes. However, the negative perception of these products among consumers will continue to 
grow. 
 The third realization I have gained from my research is that both consumers, and myself, 
believe that vape companies do in fact act unethically when it comes to advertising and soliciting 
their products. As seen in my survey, the majority of respondents believed that vape companies 
do not act in the best interest of their customers. They also actively target minors as their primary 
audience, which is extensively bad due to nicotine’s damaging and lasting effects on the 
developing brains of adolescents. Their products are glorified on social media, whether that be 
through their own advertisements, paid influencers, unpaid influencers, or the average user, and 
there has been no evidence of vape companies attempting to slow this down. And who are the 
primary users of social media? Minors and young adults. Another issue regarding ethics is the 
fact that a lot of people, especially vape users, don’t understand that Big Tobacco companies 
primarily own vape companies. Normally this would not be an issue, larger companies own 
smaller companies within the same industry all of the time, right? Well, this is an issue because 
of the notorious negative health risks and associations with cigarettes. This would be like 
unknowingly purchasing candy from a company that is notorious for making and selling poison; 
with that in mind, most consumers would probably select a different brand or not even want that 
candy again in the first place. Although everyone in life is responsible for their own decisions, it 
would be foolish to say that the vape companies haven’t done anything wrong and they are 100% 
not to blame. They have acted unethically, there is data from both my survey and credible 
sources that support this statement, plain and simple. 
 Now, I wish I had more time and resources to utilize on this unique topic, but 
unfortunately that is not the case. However, if someone were to further pursue this topic and 
collect data, I would recommend that this student study the profitability and net income trends of 
vape companies for the next 5 to 10 years. This would be extremely beneficial because it would 
allow for us to see if FDA regulations and restrictions are actually working. We would also be 
able to potentially witness a peak in profitability during this timeframe from the generation that 
currently uses these products, and then also a decline. These are just inferences based on the data 
collected in my research, but I believe it would be extremely interesting and beneficial for a 
student to evaluate these financial performance indicators in the future. 
 I also believe it would be beneficial for a student to give this exact same survey out five 
years from now to a different set of participants whom are relatively of the same age as this 
sample and compare the results. This would also be a good way to see if the FDA’s regulations 
and restrictions on these companies worked or not, and if the popularity of vaping is increasing 
or decreasing. Perhaps, even adding more questions in order to get a deeper look into the various 
perceptions consumers have of vaping at that time would be very interesting. 
 Another area for a student to look into that could extend my study would be to evaluate 
two aspects of retailers who sell these products: First, how these retailers decide which vapes to 
so purchase for their stores, which flavors, and the reasoning behind these decisions. Second, 
how often customers get identified by employees when purchasing these products. I think that 
these two areas would be beneficial to look into because they could potentially provide insight as 
to how so many underaged customers get access to these products. This could also see if these 
retailers are just as much at fault as the vape companies in terms of ethics used when selling 
these products. I think it would be really interesting to see why certain retailers choose certain 
flavors of products to sell. Do these retailers keep in mind the possibility of underaged 
consumers seeking out these products when they are selecting flavors of vapes to put in their 
stores? I’m sure that looking into this topic further may provide an answer to this question. 
 Finally, I would encourage any student who chooses to pursue this topic to interview 
someone who is directly employed by one of these vape companies: specifically in either sales or 
marketing. I advise that the person who is chosen to be interviewed be employed in one of these 
areas for a vape company because I believe that this person would have the most knowledge 
regarding the marketing techniques, strategies, and retailers to sell to that are most profitable and 
successful when it comes to their products. 
 In conclusion, I have thoroughly enjoyed researching and studying the topic of the ethics 
behind the sale and use of vaping products. It has put a lot of things into perspective for me: It 
has shown me that college-aged kids, myself included, are not invincible, we don’t know 
everything, and that there are two sides to every argument, even when one side seems like the 
absolute winner. I believe that the research conducted throughout this study can be summed up in 
the following statement: Whenever there is product that you are thinking about using but you 
don’t know all the facts behind it, all you can do is do your research and hope that the company 













































Table 1 – Juul marketing expenditures in Kantar-tracked channels: 2015-2017 
 
pdfs.semanticscholar.org/570f/eb4820ab2f4794d92b274ad762f9e0a3e59e.pdf. 




Image 1 – Part of Juul’s “Vaporized” campaign 
 
https://www.vox.com/2019/1/25/18194953/vape-juul-e-cigarette-marketing 








Figure 12 – Where young people are most likely to see e-cigarette ads 
 
 
Figure 13 - Which of the following descriptions best captures your vaping behavior in a 
typical month?  
 




Figure 15 - Vape companies intend for their products to be used by people aged 21+. 
 
Figure 16 - Have you ever seen an advertisement for a vaping product on social media? 
 
 
Figure 17 - Vaping products are glorified/popularized on social media. 
 
 
Figure 18 - Have you seen any ads about the dangers of vaping? 
 
 
Figure 19 - Ads related to the dangers of vaping are accurate. 
 
Figure 20 - Vape Companies are considered "Big Tobacco" 
 
 
Figure 21 - Vaping is bad for you. 
 
 
Figure 22 - The substance being vaped determines if it is dangerous to your long-term 
health (THC vs. Nicotine). 
 
 
Figure 23 - Vaping serves as a gateway to other nicotine products (smokeless tobacco, 
nicotine pouches, nicotine gum, cigarettes, etc.). 
 
 
Figure 24 - People your age that vape are in the majority. 
 
 
Figure 25 - Government health organizations have the tendency to overreact. 
 
 
Figure 26 - The word "epidemic" accurately describes the popularity of vaping. 
 
 




Figure 28 - Why don't you vape? Please indicate how strongly you agree or disagree with 
each statement in terms of why you don't vape.  
 
 
Figure 29 - Are there any other reasons that you don't vape? 
 
 









Figure 32 - How old were you when you first saw a vape or heard of vaping?  
 
  
Figure 33 - Do you own a vape? 
 
Figure 34 - How much do you spend, on average, per week on vaping products (pods, 




Figure 35 - How influential were each of the following factors when you think about what 
led you to try vaping? 
 
 
Figure 36 – Nicotine Exposure 
 
 
Figure 37 - When a person consumes alcohol, they are more likely to vape. 
 
 
Figure 38 - You are addicted to nicotine. 
 
 
Figure 39 - Do you plan on quitting vaping at some point? 
 
 
Figure 40 – Do your parents know that you vape? 
  
Vaping Thesis Survey 
 
 
Start of Block: Default Question Block 
 
Q85 Thank you for your help with my thesis project.  You will not be identified in any way with 
the responses that you give.  I realize that discussing vaping, smoking, and drinking can be 
uncomfortable; but your opinions are important.  If you have any questions, please contact me 
(mfcrensh@uark.edu) or my thesis advisor, Molly Rapert (mrapert@walton.uark.edu).   
 
 




Q7 How old are you? 




Q8 What is your gender? 
o Male  (1)  




Q31 If you are in Molly's class, enter your 3-4 digit code here.  If you are not in her class, leave 





Q1 Which of the following descriptions best captures your vaping behavior in a typical month? 
o I have never tried vaping.  (1)  
o I tried vaping but do not vape on a regular basis (i.e., vaping once a month).  (2)  
o I vape at least one time a month.  (3)  
 
Skip To: Q77 If Which of the following descriptions best captures your vaping behavior in a typical month? = I have 
never tried vaping. 
 
 
Q10 How old were you when you first tried vaping? 




Q77 Thinking about a typical month, please slide the bar to indicate where you fall on the range 
for that activity in a typical 30 day month.  If you do not do that activity at all, just leave the 
circle to the far left for that item. 
 0 5 10 15 20 25 30 
 
How many days (out of a typical 30 day month) 
do you vape? ()  
How many days (out of a typical 30 day month) 
do you smoke a cigarette? ()  
How many days (out of a typical 30 day month) 
do you drink alcohol? ()  
How many days (out of a typical 30 day month) 





Q9 How old were you when you first saw a vape or heard of vaping?  




Q14 Thinking about who the vaping companies are targeting and who is most likely to vape... 
 13- 22 years old (1) 
23 to 38 years old 
(2) 
39 to 54 years old 
(3) 55 or older (4) 
What do you 
think the target 
age groups for 
vapes is? (1)  
o  o  o  o  
Which age group 
do you think is 
most likely to 
vape? (2)  




















Q12 Access to age-restricted products.  Most of these questions are just trying to get YOUR 
opinion. We are not looking for a "right" answer. 










If you wanted to 
buy/get access to a 
vape, it would be 
easy to obtain. (1)  
o  o  o  o  o  
If you wanted to 
buy/get access to a 
cigarette, it would 
be easy to obtain. 
(2)  
o  o  o  o  o  
If you wanted to 
buy/get access to 
beer/alcohol, it 
would be easy to 
obtain. (3)  
o  o  o  o  o  
Vape companies act 
in the best interest 
of their consumers' 
health. (4)  
o  o  o  o  o  
Cigarette companies 
act in the best 
interest of their 
consumers' health. 
(5)  
o  o  o  o  o  
Alcohol companies 
act in the best 
interest of their 
consumers' health. 
(6)  
o  o  o  o  o  
When a person 
consumes alcohol, 
they are more likely 
to vape. (7)  
o  o  o  o  o  
Vaping products are 
glorified/popularized 




on social media. (9)  
o  o  o  o  o  
Drinking is 
glorified/popularized 
on social media. (10)  o  o  o  o  o  
Vaping is bad for 
you. (11)  o  o  o  o  o  
The substance being 
vaped determines if 
it is dangerous to 
your long-term 
health (THC vs. 
Nicotine). (12)  
o  o  o  o  o  
Vape companies 
intend for their 
products to be used 
by people aged 21+. 
(13)  
o  o  o  o  o  
Ads related to the 
dangers of vaping 
are accurate. (14)  o  o  o  o  o  
Vaping serves as a 





cigarettes, etc.). (15)  
o  o  o  o  o  
People your age that 
vape are in the 
majority. (16)  o  o  o  o  o  
Government health 
organizations have 
the tendency to 
overreact. (17)  




the popularity of 
vaping. (18)  
o  o  o  o  o  
You are addicted to 
nicotine. (19)  o  o  o  o  o  
On an average night, 
you are more likely 
to see someone 
vaping than smoking 
a cigarette (20)  





Q79 Drag and drop the following four items to rank them in terms of how dangerous you 
believe them to be in general.  Place the most dangerous as option #1 down to the least 
dangerous as option #4. 
______ Cigarettes (1) 
______ Vaping (2) 
______ Beer (3) 




Q86 How many of the following engage in vaping? 
 0 1 3 4 5 
 
Your Parent(s) () 
 
Your Sibling(s) () 
 
Your Roommate(s) () 
 






Q29 How often, in a typical month of 30 days, do each of the following engage in VAPING (keep 
the circle all the way to the left if they do not vape at all, move circle if at least one of these).  If 
you have one parent that vapes, and one that doesn't, answer for the one that does.  Similarly, 
if you have one sibling or roommate that vapes and one that doesn't, answer for the one that 
does. 














Q87 How many of the following SMOKE CIGARETTES? 
 0 1 2 3 4 5 
 
Your Parent(s) () 
 
Your Sibling(s) () 
 
Your Roommate(s) () 
 






Q28 How often, in a typical month of 30 days, do each of the following engage in SMOKING 
CIGARETTES (keep the circle all the way to the left if they do not smoke cigarettes at all, move 
circle if at least one of these).  If you have one parent that smokes, and one that doesn't, 
answer for the one that does.  Similarly, if you have one sibling or roommate that smokes and 
one that doesn't, answer for the one that does. 













Q88 How many of the following DRINK ALCOHOL? 
 0 1 2 3 4 5 
 
Your Parent(s) () 
 
Your Sibling(s) () 
 
Your Roommate(s) () 
 






Q29 How often, in a typical month of 30 days, do each of the following engage in DRINKING 
ALCOHOL (keep the circle all the way to the left if they do not drink alcohol at all, move circle if 
at least one of these).  If you have one parent that drinks alcohol, and one that doesn't, answer 
for the one that does.  Similarly, if you have one sibling or roommate that drinks alcohol and 
one that doesn't, answer for the one that does. 














Q36 Vape companies are considered "Big Tobacco". 




















Q39 Just a few general advertising questions... 
 Yes (1) No (2) 
Have you ever seen an 
advertisement for a vaping 
product on social media? (1)  o  o  
Have you seen any ads about 










Q78 Do you own a vape? 
o Yes  (1)  
o No  (2)  
 
 
Display This Question: 
If Do you own a vape? = No 
 
Q13 How do you get access to vapes to use? (Select all that apply.) 
▢ My roommate lets me use his/hers  (1)  
▢ The majority of my friends have one so I just ask to use one of theirs  (2)  
▢ If I see someone I don't know, I'm comfortable asking if I can use theirs  (3)  
▢ other  (4) ________________________________________________ 
 
 
Display This Question: 
If Do you own a vape? = Yes 
 
Q12 How did you get access to the vape(s) you own? (Select all that apply.) 
▢ I bought it in a store  (1)  
▢ I had someone older than me buy it for me  (2)  
▢ I ordered it online  (3)  
▢ other  (4) ________________________________________________ 
 
 
Display This Question: 
If Which of the following descriptions best captures your vaping behavior in a typical month? = I vape at least 
one time a month. 
 
Q38 Do you plan on quitting vaping at some point? 
o Definitely no  (1)  
o Probably not  (2)  
o Might or might not  (3)  
o Probably yes  (4)  
o Definitely yes  (5)  
 
End of Block: Default Question Block 
 
Start of Block: Block 1 
Display This Question: 
If Which of the following descriptions best captures your vaping behavior in a typical month? = I tried vaping 
but do not vape on a regular basis (i.e., vaping once a month). 
Or Which of the following descriptions best captures your vaping behavior in a typical month? = I vape at least 
one time a month. 
 
Q11 How influential were each of the following factors when you think about what led you to 
try vaping? 
 Not influential at all (1) Somewhat influential (2) 
Extremely influential 
(3) 
One of my friends had 
one (1)  o  o  o  
One of my family 
members had one (2)  o  o  o  
Advertisements (3)  o  o  o  
I was trying to quit 
smoking cigarettes (4)  o  o  o  
I saw it on social media 
(5)  o  o  o  
An iconic 
celebrity/influencer 




Display This Question: 
If Which of the following descriptions best captures your vaping behavior in a typical month? = I vape at least 
one time a month. 
 
Q11 How much do you spend, on average, per week on vaping products (pods, chargers, 
disposable vapes, etc.)? 
o $0  (1)  
o $1 - $10  (2)  
o $10 - $20  (3)  
o $20+  (4)  
 
 
Display This Question: 
If Which of the following descriptions best captures your vaping behavior in a typical month? = I vape at least 
one time a month. 
 
Q40   
 Yes (1) No (2) 
Do your parents know that you 
vape? (1)  o  o  
Have you tried to quit vaping 
before? (2)  o  o  
Do you use any other nicotine 
products? (3)  o  o  
Was vaping your first exposure 
to nicotine? (4)  o  o  
 
 
End of Block: Block 1 
 
Start of Block: Block 2 
Display This Question: 
If Which of the following descriptions best captures your vaping behavior in a typical month? = I have never 
tried vaping. 
Or Which of the following descriptions best captures your vaping behavior in a typical month? = I tried vaping 
but do not vape on a regular basis (i.e., vaping once a month). 
 
Q46 Why don't you vape? Please indicate how strongly you agree or disagree with each 
statement in terms of why you don't vape?  










I don't think it is 
good for you. (1)  o  o  o  o  o  
I didn't like it. (2)  o  o  o  o  o  
It's too expensive. 
(3)  o  o  o  o  o  
It's considered a 
turn-off. (4)  o  o  o  o  o  
It's 
immature/childish. 
(5)  o  o  o  o  o  
I've never tried it 
and don't plan on 




Display This Question: 
If Which of the following descriptions best captures your vaping behavior in a typical month? = I have never 
tried vaping. 
Or Which of the following descriptions best captures your vaping behavior in a typical month? = I tried vaping 
but do not vape on a regular basis (i.e., vaping once a month). 
 








Display This Question: 
If Which of the following descriptions best captures your vaping behavior in a typical month? = I have never 
tried vaping. 
Or Which of the following descriptions best captures your vaping behavior in a typical month? = I tried vaping 
but do not vape on a regular basis (i.e., vaping once a month). 
 
Q63 If vapes were proven to be safe, you would vape.   
o Strongly disagree  (1)  
o Somewhat disagree  (2)  
o Neither agree nor disagree  (3)  
o Somewhat agree  (4)  




Q84 Thank you for your help with my thesis research!   
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